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Culture
Internationalisation of
cultural industries: scenarios,
policies and challenges
This article focuses on the rather economic aspects of
internationalisation, leaving aside anything referring to so-called
cultural diplomacy policies aimed at obtaining any given recognition
or image as a country within a general foreign promotion context. 
It is undisputed that culture as an industry features a range of
characteristic attributes that make it a representation product 
of excellence above other economic or social action. It is also
unchallenged that a certain image abroad based on cultural and
moral intangible assets can be the decisive element for a given
commercial operation or foreign investment. However, we believe
that this is not the adequate place to tackle internationalisation
policies designed out of this perspective. Beyond promotion activity,
a key in positioning countries and cultures internationally, and
cultural diplomacy, this article will therefore refer to the more
economic and commercial side of internationalisation.
ANTONI LLADÓ-GOMÀ
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At the time of finishing this article, in late 
February 2010, Catalan culture had reasons 
to be satisfied regarding its global footprint.
Few days were left to decide in Hollywood
whether an Academy Award should be given
to a film created and co-produced in Catalonia;
the technical and artistic direction of a so-
called theatre company was preparing one of
the opening shows of the Shanghai expo; a
Catalan composer reached the semi-finals of
an opera contest in the United States; a young
pop band was successfully completing a UK
tour; and the works of some Catalan writers
were among the most read worldwide. From a
different pint of view, thousands of tourists
were still admiring Catalonia, particularly its
architectural, artistic and cultural gems, with a
clearly positive effect on the country’s economy.
Today it is more difficult to play a
relevant role in the world from an
operative point of view, but it is also
easier to have a global footprint in the
digital world, especially in culture.
Thus, a journalistic glimpse at what the foot-
print of Catalan culture in the world means
could cause some understandable self-satisfac-
tion. However, going through Catalan cinema
programmes, radio emissions, external TV pro-
grammes or library shop windows in any city,
not to talk about other areas of cultural con-
sumption, clearly reveals the importance of cul-
tural production in the rest of the world
compared to local one, which in spite of being
logical and consistent with the relative size of
the cultural systems – the global and the Cata-
lan – can also lead us to think about the rea-
sons explaining the presence and domination
of given cultures at international level.
In this respect, tackling internationalisation of
Catalan culture or so-called cultural industries
within a narrower range leads us first to state
an enormous imbalance between Catalan cul-
ture and the rest of the world, both in Catalonia
and abroad, particularly from the perspective of
commercial exchange – put in other words,
from the importance of the contribution of the
cultural industry to the country’s balance sheet.
Internationalisation
scenarios
Internationalisation is today a challenge and
common practice in modern economics, as it
had been in the beginning of history in a differ-
ent way and with different intensity. Countries
and cultures have always had a footprint
beyond their own borders. Our society would
not be as it is without the influx of all cultures
that created the current picture over time.
However, it is obvious that neither methods nor
results, nor especially the pace of these histori-
cal processes are the same characterising cur-
rent economic internationalisation.
Today the economy is global and production
processes are integrated at international level,
not only from a manufacturing but also a finan-
cial and organisational point of view. Also, big
progress of the information society and devel-
opment of new technologies has changed the
global scenario in a decisive and irreversible
way within extraordinarily short time. This is why
it is today more difficult to play a relevant role
in the world from an operative point of view,
but it is also easier to have a global footprint in
the digital world. And this is especially true for
culture.
There is no doubt that the globally relevant cul-
tural industry is perfectly restricted to some big
corporations, usually multimedia, clearly domi-
nating different sectors of cultural consumption.
Majors, also big music players, are the para-
digm of this reality as are the big publishing or
media groups. The mainstream in cultural and
ideological consumption flows through these
channels and creates this global cultural substrate
made of commodity-like products and services.
They are doubtless products with great added
value but often hardly differentiated in terms of
cultural diversity.
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Within this context of programmes and shop
windows dominated by the core of the big
international industry there are independent
business ventures trying to find their way, usu-
ally within cultural contexts and contents aside
the above-mentioned global mainstream, tak-
ing up a different way of thinking or feeling,
rather restricted to given population segments
but also present in different geographical areas
around the world. In a certain way, this cultural
segment is left outside mass consumption and
approaches specific market segments that are
probably more accessible at a global scale
thanks to information and communication
technologies (ICT).
One first topic arising in internationalisation of
culture from a Catalan perspective is thus
assessing real possibilities within a global world
with such a clear dichotomy as the one
explained. Put in other words, the question to
be raised is whether the Catalan cultural indus-
try has a place in the world mass consumption
market or if it rather needs to drive its effort
towards smaller specialist markets with a geo-
graphical spread across the world.
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Chart 1. Exports of the Catalan culture industry, 2006-2008 ((housands of euros)
Source: own.
Cinema, video,
TV programmes;
Edition sound and creation Artistic
and graphic recording, activities and
arts music edition shows TOTAL 
2008
EUROPE 271,144.40 23,799.50 11,422.00 306,365.90
Central and South America 147,721.00 1,702.20 93.10 149,516.30
North America 13,373.10 980.10 4,238.30 18,591.50
Asia Pacific and Africa 6,030.00 1,235.10 3,058.,50 10,323.60
Total 438,268.50 27,716.90 18,811.90 484,797.30
2007
EUROPA 260,543.00 22,121.10 9,948.20 292,612.30
Amèrica Central i del Sud 157,511.20 3,710.20 1,552.40 162,773.80
Amèrica del Nord 17,452.40 881.70 5,150.50 23,484.60
Àsia, Àfrica i Oceania 8,815.10 1,453.60 514.40
10.783,10
Total 444,321.70 28,166.60 17,165.50 489,653.80
2006
EUROPA 282,771.00 32,197.20 8,878.80 323,847.00
Amèrica Central i del Sud 144,377.70 3,259.00 30.00 147,666.70
Amèrica del Nord 22,357.00 2,150.00 4,150.80 28,657.80
Àsia, Àfrica i Oceania 11,778.70 1,611.10 332.30 13,722.10
Total 461,284.40 39,217.30 13,391.90 513,893.60
Variation 2008-2006 –5% –29% 40% –6%
% Catalonia/Spain 2008 48% 33% 29% 46%
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The answer is not straightforward but remains
implicit in analysing the picture of the Catalan
cultural industry understood as companies
located in Catalonia. Thus a general overview
over the cultural business system in our country
depicts a reality in which chances of playing in
the league of mass markets are low but real.
The question is whether the Catalan
cultural industry has a place in the
world mass consumption market or 
if it rather needs to drive its effort
towards smaller specialist markets.
For instance, there are companies with an
effective capacity of developing within this top-
notch scenario, that capacity  being large in
publishing and much more modest in audiovi-
suals. A group like Planeta, also involved in 
the media industry and one of the world’s
seven most powerful publishing groups, with 
a strong footprint in the Spanish-speaking but
also the francophone area after absorbing 
the French Editis group, clearly represents the
potential of the Catalan publishing industry, as
do groups like RBA, Océano, Urano, Random
House Mondadori and Ediciones B, all of which
have a strong international footprint with sub-
sidiaries all over the world, basically Latin
America. Regarding audiovisuals the picture is
lower-key but there are companies with global
operative capacity like Mediapro and Filmax,
although their content prescription capacity is
not as high as that of the big global corpora-
tions nor do they have the influence of big
Catalan publishing houses.
Apart from these medium-sized and big compa-
nies competing at a large scale and according to
the rules of big markets, there is a whole business
system made of small and medium-sized compa-
nies playing a very different game in the different
subsectors of cultural industries in looking for
markets, survival or growth. With relatively small
differences according to their sectorial specialisa-
tion, either in audiovisuals, scenic arts, music and
technology, video games or even publishing,
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these companies operate in a local market based
on relative proximity from an either geographical,
conceptual or language perspective.
The local market is the key business reference
while international presence is occasional or
very restricted in terms of share in the com-
pany’s operating margin. The internationalisa-
tion challenge therefore takes a very diverse
shape within this type of companies making
most of the Catalan industrial fabric. Scenarios
to be considered in tackling internationalisation
of cultural industries and implementation of
supporting policies are twofold. One is derived
from big markets, the other is the one that may
emerge from external expansion of the core of
companies basically geared to the local market.
Internationalisation policies
in cultural industries
The core of internationalisation policies regarding
cultural industries aims at improving the position
REST OF THE WORLD  36
REST OF EUROPE  132
USA AND CANADA  30
REST OF SPAIN
5.147
24%
LATIN AMERICA   74
CATALONIA
15.133
72%
EUROPEAN UNION  457
Graph 1. Performances of Catalan scenic
arts companies
Total performances, 2008: 21,009
Source: own, based on data of the Department of Culture.
Performances in scenic arts are predominantly
done in the local market.
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of Catalan companies in the foreign market,
which encompasses big corporations with a
global view as well as small and medium-sized
enterprises (SMEs) with a limited focus abroad.
Actual internationalisation chances of companies
and potential for success and dissemination of
their products and services are definitely very
diverse according to the characteristics and the
nature of companies involved.
In fact, in the Catalan cultural system there is a
relevant number of companies staying aside
export potential as their main business is aimed
at the local market. Another matter is the future
of the business at these companies with a
restricted scope within the global market and
whether survival and growth demand any
enlargement of this scope.
From this perspective, understanding the Catalan
cultural system by characterising its companies
based on their degree of product specialisation
and the extent of their geographic scope could
help grasp their reality and define adequate inter-
nationalisation policies.
One first group is made of companies the exis-
tence of which is based on a local customer
base and a more or less diversified product
portfolio, able to interpret customer needs by
adapting their business to local market require-
ments, quite competitive and normally heavily
dependent on public authorities on grounds of
public tender or subsidies. This group is called
local multi-product companies.
Understanding the Catalan cultural
system could help grasp their reality
and define adequate
internationalisation policies.
A second group is composed of companies 
we could call local specialists. They are usually
companies with a high managing capacity
linked to a given business and specialists in
their sector. Music management and perform-
ance companies, festival organisers, small cinema
producing or publishing firms focused on the
Catalan market or the Catalan language are
clear examples of this segment.
Thirdly, there are companies that can be defined
as global specialists, that is, based on the com-
plexity and specialisation of the business seg-
ment they operate in, the only possibility to
survive is adequate positioning in the global
market. They are companies with a clear com-
petitive advantage out of their own essence.
These advantages can relate to technology,
products and often talent. They are usually small
companies the survival of which is related to the
entrepreneur’s leadership capacity as well as
financing capacity in the medium term.
Finally, we identify global multi-product com-
panies, which have previously been defined as
companies able to compete in the international
market based on standardised patterns typical
of big multinational corporations. International-
isation policies will obviously need to adjust to
objective conditions in which companies do
their normal business and can be specific for
each business type.
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Multi-product Specialist Product
Market
Global
Local
TV3
Aquarium
Province Council
Barcelona
City Council
Audiovisual
Advertising
Infantils
Events
…
English
market
Children
programmes
Graph 2. Business specialisation level
Source: own.
Catalan production of children programmes has
reached a considerable international scope.
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In the case of local multi-product companies, in -
ternationalisation strategies require basically
information policies allowing to take the impor-
tance of enlarging markets into the entrepre-
neurial culture. They are sprinkler policies that
may provide the necessary ingredients for new
foreign expansion projects, but they generally
yield little success given the nature of the busi-
ness segment. Nevertheless, specific contacts
abroad or cooperation or absorption operations
with foreign companies create in some cases
opportunities abroad rather linked to specific
projects than to expansion of business routines
to a higher geographic level.
Local specialists are a group with a higher
potential. Knowledge of their business and
branch can produce a more proactive attitude
leading to seek wider markets. Management
capacity, the nature of the product and technol-
ogy can be key items in moving this business
cluster to larger markets. In this case, fostering
international contacts, a footprint in markets
and specialist shows and stimulation of part-
nerships need to be key items in supporting
internationalisation of these businesses.
Fostering international contacts, a
footprint in markets and specialist
shows and stimulation of partnerships
need to be key items in supporting
internationalisation of local
specialists.
The case of global specialists is very different. The
international market is their base of living. In
fact, it is their raison d’être as the goal is to com-
pete in the global market from the inception of
the project. In this case, internationalisation
support policies require an understanding of
the business needs in the initial stage of the
company. An adequate policy requires adequate
analysis of the business project and the entre-
preneur’s capacity and of course necessary
funding to carry out the project, based on either
participating in the company’s balance sheet or
contributing to business by means of initiating
projects related to the business purpose. In this
respect, effective entrepreneurship policies may
be indispensable to generate companies with
an international view.
Effective entrepreneurship policies
may be indispensable to generate
companies with an international view.
Global multi-product corporations are ulti-
mately the ones shaping the international rep-
resentation scenario of the Catalan cultural
industry system. Policies here are subject to
business strategies. Institutional coaching,
which is paramount to open new market
opportunities, policies to promote the country
and the establishment of a support network at
international scale, together with fostering
other mechanisms more directly related with
business operations in their international
expansion are the main options, and they are
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Benecé
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Apple
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Gestmusic
TV production
Graph 3. Strategic positioning of cultural
companies
Source: own.
Positioning of companies has an impact on
their opportunities in opening abroad.
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far from potential specific policies envisaged by
the cultural industry.
The international challenge of the
Catalan cultural industry
Given the scenario depicted in the previous
sections, a strategic option for the Catalan cul-
tural industry basically points towards the need
of encouraging an international focus of this
core of small and medium-sized companies
making the basis of the Catalan business fabric
and somehow finding themselves in a stage of
overhauling survival strategies based on local
markets. However, these companies need to
fulfil some basic conditions without which
efforts done to encourage strategic change
towards foreign markets would be vain.
These are companies that need to have a con-
solidated business in their local market, operate
regularly with benefits and also have some
proven expertise in their business segment,
which involves solid and effective management
routines and relational networks. They need to
have demanding and diversified customer port-
folios and be managed by professional teams
committed not only to the current project but
also to strategic change.
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ICT and internationalisation of cultural industries
The impact of ICT is especially relevant in disseminating cultural products, especially those having had
traditionally an industrialised physical support: music, cinema, literature, thought, etc. Among other effects,
ICT facilitates international dissemination of all kinds of products, even those that do not enjoy support by a
big industry with an international scope. At the same time, the relevance of brokers and their prescription
capacity is reduced, contributing to market segmentation and allowing independent products the opportunity of
having a much wider outreach than so far.
For Catalan – and overall non-Anglo-Saxon – cultural production, which has traditionally been kept aside the
big industrial operators of cultural products, determined use of ICT for both production and especially
distribution is a top opportunity to reach new audiences and markets beyond the local.
However, it remains to be seen how much time will the big international cultural industries take to adapt to the
new situation to recover absolute domination as they had it until recently, or in how far a new sort of operator
coming from telecommunications, IT or a more global entertainment industry concept will replace those unable
to adapt to new times.
The level of domination the big multinational corporations are able to keep or recover, or the role independent
operators may play in this new context will also largely depend on the financing model raised through the
internet and of course the model to distribute resources among the different stakeholders in the cultural
industry.
Today, the model of dissemination through the internet does not involve any feasible solution for content
creators. The business structure is totally asymmetric. Consumers are doubtless the big winners of this
situation as they consume more and at more places than ever. The benefit obtained from cultural consumption,
though being of high value, namely that created by its positive externalities, has no monetary counterpart.
However, the monetary benefit obtained by consumer electronics and of course telephone companies is much
more measurable and apparent, as they are able to extend their networks thanks to contents.
The third pillar of the system is handicapped. Generation of cultural contents has no adequate payment.
From this perspective, if a model is not created that provides income transfer from the consumer or hardware
or service producers to content creators, the internet will then encourage international dissemination of the
product but will not ensure enough stability to consolidate a sustainable business model in the long term,
which is after all convenient for the cultural industry as for any sector.
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Finally, these are companies that need to 
perfectly identify the biggest strengths in 
their business, and not only that but also their
biggest international potential, envisaging the
most plausible success areas and risk situa-
tions inherent to new scenarios. Put in other
words, local multi-product companies need to
move towards specialisation, first local, then
global. Much more difficult is transition of
local to global multi-product, and in any case,
this opportunity seems restricted to a very lit-
tle number of companies.
A strategic option for the Catalan
cultural industry points towards the
need of encouraging an
international focus of small and
medium-sized companies that are in
a stage of overhauling survival
strategies.
However, transformation of the natural habitat
of a company from the local to the global mar-
ket is not an easy process. On the contrary, it is
a complex option not all companies within the
system are able to cope with. In any case, the
challenge is to have as many companies envis-
aging internationalisation as possible and to
maximise success with those selected.
Internationalisation does not just mean to place
a focus on foreign markets in companies or in
ultimate case to encourage product sales
abroad. Internationalising the cultural industry
is a much bigger challenge that shall allow to
generate products able to exist and be competi-
tive at a global scale. And such an important
challenge requires not only policies encourag-
ing promotion abroad but also decisive action
in each phase in the cultural business value
chain.
The creation of a globally competitive product
is always the result of a process that starts with
creation and finishes with promotion and dis-
tribution. In this respect, having competitive
products at international scale requires foresight,
technology, talent and financial as well as 
distribution and promotion capacity. The basic
challenge of internationalisation policies is
therefore to be able to generate specific policies
for each phase in the business value chain, from
launching the project to production, distribu-
tion and promotion.
From this perspective, having foresight and
technology may sometimes require a foreign
investment attraction policy to actively enhance
local production capacity. Likewise, this objec-
tive requires very often international strategic
partnerships to raise projects.
Also, the cultural industry, that of contents, is
based on talent, so beyond internal training poli-
cies, what needs to be developed are active 
policies to seize and exchange talent. In this
respect, internal and external platforms need to
be used to implement training and information
programmes with a direct effect on the capacity
of creating contents and understanding
processes aiming at international success.
The cultural industry also involves prototypes
with high manufacturing costs and limited pos-
sibilities for use. In many cases, mass produc-
tion is complex and the business risk high due
to massive financing required by most projects.
A film, a play or a musical production is as such
a closed project that does not allow much pre-
vious experimentation as opposed to the tradi-
tional industry. Financial requirements and the
need of minimising the market risk may there-
fore lie beyond one’s own limits. Fostering co-
productions turns out to be a very reasonable
option and international markets, shows and
festival are a must to generate shared projects
with similar companies from other places.
However, co-production is not an easy thing.
Setting out contents of common interest, over-
coming cultural and language barriers, adapting
to a different social, financial, legal, economic
and fiscal setting than the own is extraordinar-
ily complex and requires preparation and avail-
ability of top-class services. Tackling these
matters successfully without underestimating
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the risk provided by this different setting is a
key aspect of the internationalisation challenge
and thus an indispensable field of action when
doing active policies.
All in all, the cultural industry has products and
services with added value, which are therefore
difficult and costly to move around. Exporting
culture is not an easy thing to do as the cost of
moving the cultural service abroad often can
completely swallow up the net margin provided
by selling the product or service. In this case,
imaginative international and institutional
cooperation patterns are indispensable to facili-
tate internationalisation.
Having the most advanced technologies, devel-
oping and exchanging talent, creating scenarios
encouraging solid international projects, using
internal and external platforms to promote local
products and deepen into international distri-
bution mechanisms are doubtless key areas
where active internationalisation policies can be
set out, which will need to use the opportuni-
ties generated by the new world of information
and communication technologies.
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